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SHORT CALLS 



Rodeo event rounds up sales 

Actor Danny Glover (cenler), star of “The Color Purple” and other lllms, Joined RJR aale* peo¬ 
ple at a recent reception In Los Angeles lor the Bill Pickett Ftodeo. Glover was grand marshal 
tor the rodeo, which Is sponsored by Reynolds Tobacco and named for a legendary black cow¬ 
boy. Glover Is shown here with (Irom left) ASR Jim Ripley ot the Los Angeles division; Elizabeth 
Young, national coordinator tor the rodeo series; Jim Duran, Los Angeles division manager; and 
cowboy Jesse Gulllery. 


Navy Exchanges sail with RJR 


Navy Exchanges are proceeding 
"full speed ahead" with a new ciga¬ 
rette merchandising plan that gives 
RJR brands top-shelf display and 
increased inventory in Exchange 
stores nationwide, 

The Navy Exchanges' change of 
course in merchandising is the result 
of the efforts of an RJR sales team 
that included R.D. Sherrod, director 
of special markets; R.L. Noonan, 

New York region sales manager; and 
E.D. Pusateri, New York region chain 
accounts manager. 

In the past, Navy Exchanges have 
merchandised cigarettes in a config¬ 
uration in which each company's 
products were displayed from top 


shelf to bottom shelf, based on share 
of market. 

But a presentation by Sherrod, 
Noonan and Pusateri convinced 
Navy Exchanges to adopt a mer¬ 
chandising plan in which RJR 
brands will be displayed on the top 
two shelves exclusively. Doral will be 
merchandised on the top shelf and 
one-third of the second shelf, in the 
space designated for all value- 
segment brands. Other brands will 
be displayed as before, all below 
RJR’s brands. 

RJR brand inventory and display 
will be increased by an average of 
300 cartons per store, for an addi¬ 
tional 60,000 cartons for RJR brands 
in all Navy Exchanges. 


RJR rep 
wins award 
at Fort Bliss 

Richard W. Fritz, an area sales 
representative in the Albuquerque, 
N.M., division, was named "Vendor 
of the Month" for July by the Fort 
Bliss, Texas, U.S. Army Commissary. 

"Richard does a great job for us," 
says Billy E. Johnson, commissary 
officer at Fort Bliss. "Richard is 
number one in furnishing us with 
promotion savings data. He is coop¬ 
erative, pleasant, professional and 
very efficient. I am sure his profes¬ 
sional attitude is a reflection of your 
company’s way of doing business." 

The award was instituted to rec¬ 
ognize vendors who “go beyond the 
routine representative effort," John¬ 
son says. 

Food dealer group 
honors Armstrong 

Frank J. Armstrong, regional sales 
manager in the St, Louis, Mo,, 
region, was honored recently by the 
Metropolitan Food Dealers Associa¬ 
tion of St. Louis for his many years 
of service to the food industry in the 
area. Armstrong was recognized at a 
dinner Sept. 19, at which he received 
a Metro Food Dealers Association 
Award. 


On the Cover Four decades of 
covers, starting with No. 1, Vol. 1, 
published on Nov. 5,1946, cele¬ 
brate the 40th Anniversary of the 
Merchandiser. A story recalling the 
first 40 years of Reynolds Tobac¬ 
co's longest-running internal com¬ 
pany publication begins on Page 4. 
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MEMO — 

From the Vice President - Field Sales 


You are a good judge 
of sales candidates 



Ask anyone associated with a large fraternal or social organization what is 
the single most important responsibility of its members, and the answer will 
be: “Recruiting." Without active recruiting for new members, the organiza¬ 
tion would soon become extinct. 

Recruiting is just as important in a business organization. Many com¬ 
panies recruit people to fill jobs at virtually every level. Sometimes we adver¬ 
tise in newspapers or trade publications. Corporate recruiters also visit 
college campuses looking for qualified candidates for specific jobs, 

Sales recruiting, however, takes a different approach. We don't advertise a 
lot, and we don't utilize employment agencies to any great extent. We rely a 
great deal on the person-to-person approach. We rely on you. 

You are the image we want potential candidates to see ... a professional 
image, projecting confidence in your job and company. My decision to join 
Reynolds Tobacco was greatly influenced by a sales representative. I 
admired what I saw in that sales representative 

You are a good first judge of whether a candidate has the qualifications 
to be successful with our company. Your judgment is one of our most valu¬ 
able resources in our recruiting efforts. 

This issue of the Merchandiser features Bill Tucker, an area sales repre¬ 
sentative who was instrumental in hiring two sales representatives. I’m sure 
Bill is enjoying the bonus money he received, and I know he feels a great 
deal of personal satisfaction for launching two new careers with the 
company. 

After all, isn't personal satisfaction what we value most in our profession? 
Sincerely. 


-z-z. V?' 

Yancey W. Ford, Jr. 


I 


V. 
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April 29, 1949 


NO. 3 


TELL IT TO THE MERCHANDISER ! 


If life truly begins at 40, then Sales 
Merchandiser is ready to embark 
on a whole new "lifetime” of service 
as the two-way channel of commun¬ 
ications for the field sales force of 
R.J. Reynolds Tobacco Company. 

Sales Merchandiser is, in fact, 
Reynolds Tobacco’s longest-running 
internal company publication. The 
magazine officially turns 40 on 
November 5, four decades to the day 
from the date of No. 1, Vol. 1 of 
Reynolds Tobacco Merchandiser, a 
two-page mimeographed newsletter 
that appeared under the slogan "A 
merchandiser sells through the 
dealer — not just to him." 

Sales Merchandiser has changed 
a lot since then, but the mission of 
Sales Merchandiser remains much 
the same as it was expressed in the 
inaugural issue: 


"This is the first edition of a new 
form of communication that will 
serve as an informal reporter on 
merchandising ideas and thereby 
permit an exchange of successful 
selling techniques. We request that 
you become a contributor, as this 
letter will only be as informative and 
interesting as the material you 
furnish." 

Company historians say the 
“father" of the Merchandiser was 
Frederic E. Sturmer, who had 
worked for William Esty Co., the 
Camel advertising agency, before 
joining the sales department as mer¬ 
chandising manager early in 1946. 
Sturmer apparently edited the first 
few issues personally, before turning 
over the job to George Chandler in 
early 1947. Chandler edited the Mer¬ 
chandiser until 1965. 


As Chandler recalled on his 
retirement in 1978 after more than 40 
years with the company, the content 
of the Merchandiser was intended to 
"include the exchange of ideas from 
the sales force and the recognition 
of achievements." 

Even the very first edition offered 
entries similar to "Idea Exchange” 
and "Volume Winners," including 
this congratulatory letter from E.A. 
Darr, then head of the sales depart¬ 
ment and iater president of the com¬ 
pany, to T.M. Marlow of the Chicago 
division: 

"That was a good sale you made 
of 720 pounds of George Washing¬ 
ton to the Grave Diggers Union. 

"I have always heard that it is well 
to stand in with members of that par¬ 
ticular Union, since we cannot 
escape coming in contact with them 
sooner or later. However, I hope that 
our contacts with them will continue 
to be above ground for many years 
to come.” 

By the second issue of November 
27, 1946, a "gratifying" response 
from the field had ballooned the 
Merchandiser to five pages. The first 
photo appeared — a snapshot of a 
car that had smashed through a 
storefront into a Prince Albert dis¬ 
play — "proof that customers are 
attracted to ourSSDD (self-service 
dual display)." 

A whole section of glowing field 
reports attesting to the effectiveness 
of SSDDs was published, under the 
heading, "Self Service Is Here to 
Stay.” Other testimonials were 
included on the “brand-new, up-to- 



‘. pictorial proof that customers are attracted to our display . ..' 


4 


51859 5568 







date selling tool — a three-ring 
binder." 

Also in the late 1940s, a continuing 
series of articles, based on 
responses to a request for input 
from the field, dealt with the seven 
most common expressions of sales 
resistance from retailers and ways of 
overcoming them. Some of these 
retailers' laments may sound famil¬ 
iar, 40 years later: 

Unsatisfactory profit margin on 
tobacco products; inability to meet 
competitors' prices; lack of requests 
for specific brands; lack of display 
space; reluctance to stock new or 
additional items; previous bad expe¬ 
rience with specific brands; slow 
turnover of specific brands. 

The April 30,1948 issue also 
included the first widely-publicized 
description of the legendary “orange 
crate merchandiser" devised by 
Wayne Tibbetts of the Seattle div¬ 
ision. Tibbetts' concept of RJR 
product pre-eminence in an all¬ 
brand display, improvised from a 
Camel rack placed atop an upended 
orange crate decorated with Camel 
posters, is generally regarded as the 
foundation of the company’s subse¬ 
quent merchandising approach. 

As always, the field sales force 



had to defend RJR's hard-won mer¬ 
chandising leadership. The July 17, 
1950 Merchandiser ran the following 
story, under the headline, “Caught In 
The Act” and a photo of an embar¬ 
rassed-looking monkey: 

"Above is portrait of a competitive 
tobacco salesman 'facing the music’ 
after being caught 'monkeying' with 
a Reynolds display rack! 

“It's common knowledge that a 
certain’ competitor is currently 
undertaking to remove and destroy 
our Camel aluminum racks wherever 
found and substitute a wood shelf 
strip — a practice most unpopular 
with dealers, who are sold on our 
rack." 

Camel went to war with our GIs in 
Korea in the early 1950s and the 
Merchandiser was there, too. The 
July 10,1951 issue gave front-page 
coverage to the Camel Caravan that 
toured the war zone, entertaining 
troops, and quoted a news account 
about enemy soldiers who eaves¬ 
dropped on a Camel Caravan show 
and enjoyed it so much that they 
deserted to our side afterwards. 

The introduction of Winston in 
1954 and Salem in 1956 marked the 
most significant developments of a 
time that RJR Chairman John C. 



The Resistance Remover 


Caught In The Act 1 



Abovs Is portrait of * eoupetitlva 
tobacco •aloaman ’’facing the rauoie* after 
bo lug caught, "monkeying* a Raynolda* 

display recKl ^ 

Whitaker described in a May 20, 

1953 Merchandiser article as “very 
interesting days in the cigarette 
business." 

With the national Winston rollout 
less than a year away, the company 
was still playing its cards close to its 
vest. Whitaker’s Merchandiser 
remarks continued: 

“With respect to filter-tip 
cigarettes, there has not as yet devel¬ 
oped any sizeable market... It is, of 
course, our constant aim and pur¬ 
pose to provide for smokers the type 
of products that they want. We have 
been experimenting with filter-tip 
cigarettes for a considerable period 
of time but have not yet reached the 
point where we have thought it 
advantageous to enter this field," 

The 1960s and 1970s were 
decades of rapid growth and sweep¬ 
ing change for RJR. Merchandiser 
issues from that era offer a fascinat¬ 
ing chronicle of brand introductions, 
line extensions, corporate acquisi¬ 
tions and merchandising, promo¬ 
tional, training and administrative 
innovations and advances. 

But traditional company lines were 
not neglected. The August 31,1966 
issue featured a front-page story that 
declared, "Camel Filters are off to a 
great start. . . Already there is an 
aura of success around Camel Fil¬ 
ters — the mark of a winner." 

continued next page 


You Can “Dust-off” Brush-off No. 4 
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continued from Page 5 


vol. n 


July 10, 19 ?y 


So. 3 


Meanwhile, on an inside page, a 
California sales rep was recognized 
for a successful mass display of 
smoking tobacco. Later that same 
year, news of a corporate acquisition 
shared the front page of the 
December 15, 1966 Merchandiser 
with a photo of a holiday display of 
Prince Albert and Carter Hall, fes¬ 
tooned with promotional pipes. 

The April 17,1967 issue headlined 
the first nationwide rollout of 100- 
millimeter Winston styles, with the 
comment that "Super King Size 
Winstons are ‘up front’ to stay," 
recalling the “It's what's up front that 
counts" brand slogan. An inside 
page noted the company's first pur¬ 
chase of a jet-powered executive 
aircraft. 

That Merchandiser also announced 
that members of the field sales force 
soon would receive "the first issue of 
a new Company newspaper, .. The 
CARAVAN.” The new publication 
would play an important role in 
keeping all employees informed dur¬ 
ing a time when "Our Company is in 
the midst of great growth and 
change," the Merchandiser 
observed. 

The cover story in the May 1977 
issue was about Professional Selling 
Skills (PSS), "the most ambitious 
sales training program ever under¬ 
taken by R.J. Reynolds Tobacco." As 
the Merchandiser reported, "PSS 
had been received by all of sales 
management. Now the company has 
taken on the task of presenting PSS 
to all sales representatives." PSS 
remains a mainstay of the overall 
sales training program today. 

Later that year, the October issue 
reported the implementation of 
Compumark, "one of the most 
sophisticated sales-reporting sys¬ 
tems available,” Developed jointly by 
sales management and Compumark, 
Inc., the system was expected to be 


CAMELS CAPTURE THEM ALL! 

Chinese Soldiers Take Look At CAMEL CARAVAN 
Say “That's For Us” ! 



Wo know CAMELS are "up front" captur¬ 
ing smokers all over America -- but 
•listen: N. 3. C. Tokyo reporter, snaak- 
*r.F on the World News Roundup, Jur.e 2^, 
iaidf "Tft* S. 2';th Dlvinion has ft new 
it wist on how t;> take £>ri porters. Three 
w*' i-aritfK] ThLnese soldier? t’ave then- 

tin, sn' they hart watched f - ’"'"' » 


on, but th* *n*fliory of the C4VEL 
Cnravfln rwY thi* who’ --- «o r” “ t ' 



"one of the most important man¬ 
agement tools we have." 

The 1980s have been another time 
of "great growth and change” for 
the company and the sales depart¬ 
ment, and the Merchandiser has told 
the stories: 

• The introductions of Century 
and Doral, together with the field 
support for these “sales brands,” 
virtually created the “value seg¬ 
ment” of the cigarette industry. 

• The Flex system has set the 
standard in quality and flexibility 
for cigarette merchandising fix¬ 
tures nationwide. 

• The Variable Incentive Program 
and Electronic Funds Transfer, 
through the cooperative efforts of 
the company's sales, financial, sys¬ 
tems and traffic departments, pro¬ 
vided innovative payment 
mechanisms that give the sales 
force a significant competitive 
edge, save customers money and 
improve company cash flow. 

• The hand-held computer revolu¬ 
tionized sales reporting and field 


inventory management, continuing 
the never-ending process of field 
sales tool improvements that can 
be traced in the pages of the Mer¬ 
chandiser clear back to the 1946 
item on the “brand-new, up-to- 
date selling tool — a three-ring 
binder." The binder is still around, 
but the contents have changed 
quite a bit. 

These, too, are "very interesting 
days in the cigarette business." 
Through it all, the Merchandiser 
continues to perform its historic 
duties of not only reporting change 
but also keeping the channels of 
communication open between man¬ 
agement and the field and promot¬ 
ing a steady and beneficial flow 
of information, input and feedback in 
both directions. 

Just remember: "This letter will 
only be as informative and interest¬ 
ing as the material you furnish." 
The statement rings as true, now 
and for the future, as it did in 1946. 

Yt 




6 


51859 5570 




Sales force ‘prime source’ for recruits 


If the R.J. Reynolds Tobacco 
Company sales department had a 
recruiting poster, it would not be 
Uncle Sam, but an RJR sales rep, 
pointing to the viewer and declaring: 
“I want YOU!" 

“It's important for field sales peo¬ 
ple to understand recruiting, 
because they are a prime source for 
new sales reps," says Dick Luongo, 
national manager-sales training and 
development. "A fourth of the new 
sales reps hired this year were 
referred by sales representatives or 
secretaries in the field." 

The company pays field sales reps 
and secretaries a $200 bonus when a 
prospect they refer is placed in a full¬ 
time position. The participation of 
the field sales force in the recruiting 
role is key, Luongo says. 

"We are constantly soliciting good 
applicants," Luongo says. “We have 
worked through agencies in the 
past, and we still do college recruit¬ 
ing, but one of the most effective 
means of getting quality applicants 
is still our own people " 

Reynolds Tobacco’s own field 
sales people are the company’s best 
recruiters because "they know the 
requirements of the job, and they 
know the type of individual we need 
to do the job," Luongo says. 

"We rely very heavily on our own 
people's good instincts — if they 
have al! the qualities we are looking 
for, then chances are they will know 
a good potential sales rep when they 
see one.” 

When it comes to recruitment, the 
sales department is not necessarily 
looking for people who fit a rigid set 
of standards or qualifications. 

“We are looking for certain spe¬ 
cific qualities and behaviors that we 
feel make for a successful rep,” 
Luongo says. “Basically, we are look¬ 
ing for people with initiative, tenacity, 


the ability to build rapport with other 
people, resilience, adaptability, judg¬ 
ment and decision-making ability." 

The sales department is constantly 
fine-tuning and refining the recruit¬ 
ment procedure, Luongo notes. "We 
plan to strengthen recruitment, 
interviewing and selection training 


for managers, with upgraded mate¬ 
rials to be available early next year. 

"Everything rests on the final sale 
of the product,” Luongo says. 
“That’s why the sales rep is so 
important, and why we have to 
recruit the very best people to fill 
those positions.” 



ASR Bill Tucker {loll) recruited Sale* Representatives Greg Easterling and Sherry Hudson in the 
Fayetteville, N.C., division. 


Candidates ‘sold’ on RJR 


"When I was growing up, Reyn¬ 
olds was all I knew,” says Bill 
Tucker, a native of Winston-Salem 
and an Area Sales Representative in 
the Fayetteviile, N.C., division. 

"Bill is a dedicated and loyal rep¬ 
resentative of his company and his 
assignment clearly shows it,” says 
Randy Powell, Tucker’s division 
manager. 

Tucker's dedication and loyalty to 
RJR are rooted in family history. His 
father, W. Lindsay Tucker, retired 
after 38 years of service in the manu¬ 
facturing department. An aunt, 


Louise A. Peterson, retired after 46 
years. She became assistant secre¬ 
tary of Reynolds Tobacco, and was 
the company’s first female officer. 

An uncle, E.C. Peterson, was the 
company's treasurer and retired after 
50 years of service. 

Add to that a number of other fam¬ 
ily members who worked at Reyn¬ 
olds, and it’s not surprising that 
Tucker joined the company in 1974 
as a sales representative in the 
Raleigh, N.C., division. He trans¬ 
ferred to Fayetteville when the divi¬ 
sion was formed in 1978. 

continued next page 
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Since you asked 


The hand-held binder wears very 
quickly on the seam where it folds 
back. Can this part be reinforced, 
since the rest of the binder Is still in 
good condition? 

A new-type vinyl binder with 
woven backing and %-inch hinges is 
being issued to replace the hand¬ 
held call tools as they wear out. The 
new material is stronger and more 
flexible than the vinyl now being 
used. 

Our new Doral $1-off coupon in 
the 3-across pack is very hard for 
dealers to tear off the carton at pur¬ 
chase. Our old $1-otf Doral coupons 
worked great — why change? 

We are going back to the "old 


Candidates ‘sold’ 

continued from Page 7 

It’s also not surprising that Tucker 
sells more than cigarettes, merchan¬ 
dising concepts and displays. He 
also sells RJR to potential sales can¬ 
didates. He sells so well, in fact, that 
two of his referrals have been hired 
in the division. 

The first was Sherry Hudson, who 
worked in a family-owned conven¬ 
ience store. 

"Bill called on us, and I used to tell 
him that I wanted a job just like his," 
Hudson says. “But after a while, I 
changed that to, 'I really want your 
job.' Bill was so professional in his 
approach to selling that I knew I 
wanted to sell for the same 
company." 

8 


style" Doral coupons in 1987. A 
number of similar comments indi¬ 
cate that the old single, end-to-end, 
accordion-fold coupons with an ace¬ 
tate back were easier to use. 

I feel the hand-held could be 
capable of recording all our 
expense report information, such 
as mileage, gas and oil. This would 
expedite expense reporting and 
give Winslon-Salem information 
on a daily basis. 

Although the hand-held could 
record expenses, that is only one 
requirement under IRS regula¬ 
tions. Another requirement is that 
receipts must be sent in for verifi¬ 
cation of certain expenses. The 


Greg Easterling was selling for a 
TV and appliance store where 
Tucker often stopped to browse. 

"I knew Greg for about six 
months. He would always try to sell 
me something." Tucker says. 

“What do you mean, ‘try’?" East¬ 
erling immediately replies. 

“Bill seemed to know a lot about 
selling, and it was apparent he had 
good training,” says Easterling, who 
says that he feels training is impor¬ 
tant. “Our training puts us head and 
shoulders above our competition,” 
he says, "That’s one of the main rea¬ 
sons I came with Reynolds.” 

Powell thinks the company referral 
program is right on target. 

"We get our best people from our 
own people. They know what we are 
looking for,” Powell says, 


expense report, with receipts at¬ 
tached, fulfills both requirements. 

Can we insert full-word decals in 
our sign kit, such as “welcome,” 
“open,” “beer," “wine," "bread," 
“milk,” “coffee,” “ice,” “donuts” 
and “gas”? It would save us a lot of 
time. Instead of spelling out each 
word with letters, we cOufd just 
place these commonly requested 
words on our ground and pole 
mounts. 

At one point, we attempted to 
provide a variety of commonly 
used words in the sign kit. We 
changed to supplying individual 
letters for greater flexibility in 
satisfying the retailer's needs. 


Tucker was aware of the $200 re¬ 
ferral bonus money before referring 
Hudson and Easterling, “but the 
money had nothing to do with the 
referrals,” he says. "Hardly a week 
goes by that I'm not approached by 
someone about a job with Reynolds. 
All types of individuals ask me. I 
refer very few." 

Tucker knows something about 
the qualifications of a good sales 
rep. 

"Appearance and attitude are 
important,” he says. “Also, I think a 
person has to be sure of himself. 

The person also has to have the abil¬ 
ity to develop a sense of loyalty.” 

Considering his own family back¬ 
ground, it's no wonder that Tucker 
would value that trait highest of all. 
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ASR Ray Plourde placed end-cap Flex unite in Paurs Market in Dryden, N.Y. 

Rochester flying with Flex 


The proudest accomplishment of 
the Rochester, N.Y., division in 1986 
has been the division's ability to 
keep the competition from making 
major inroads in carton merchandis¬ 
ing. Flex merchandising, the new 
self-service contracts and the use of 
industry planograms to meet the di¬ 
vision and company goals have pro¬ 
duced outstanding results. 




End-cap Fla* was placed kn Great American 
Store in Binghamton, N.Y., by Sales Represen¬ 
tative JeH Jensen. 


Secretary Kalhl Ludwig kept orders 
flowing. 


muinif 


Through August 1986,118 Flex 
units have been installed, with an 
additional 25 units on order, Division 
Manager Rob Seidel and Assistant 
Division Manager Bruce Cook credit 
the installations with increased share 
of market and a 7,5 percent increase 
in volume for the division. 

“Flex merchandising has made our 
representatives more creative and 
aware of opportunities to improve 
cigarette departments,” Cook says. 

Sales representatives and division 
management worked together, using 
market studies to gain space from 
other store departments. They con¬ 
vinced retailers of the flexibility and 
superior construction of the fixtures. 
Retailer acceptance and confidence 
in Flex also produced increased 
placements of Doral Savings Cen¬ 
ters, Doral carton displays, promo¬ 
tional materials and beltline resets, 

While the sales representatives 
were busy selling Flex, secretary 
Kalhl Ludwig kept the Flex orders 
flowing. “Her effort was invaluable in 
maintaining timely placement of fix¬ 
tures, without shortages," Cook 
says. 


ASR Dave Clprlch told Glanl Store In 
Johneon City, N.Y., on In-line Fie*. 




IBs. Mi 


Island Flax was placed in Bells Store In 
Newark, N.Y., by ASR Bob Laboda. 


lairail 


[ifTr/iril 


iTCmiTiTiTil 


51859 5573 










































VOLUME WINNERS 


Casa Blanca 
gets 68 feet 
of fixtures 

Division Manager J.B. McGee of 
the Albuquerque, N.M., division 
can put another feather in his cap. 
McGee placed 68 linear feet of 
carton merchandisers in the Casa 
Blanca Supermarket, a high*volume 
Indian outlet in Albuquerque. 

Because of the installation, Casa 
Blanca has jumped from 1,800 
cartons sold per week to 4,000 per 
week. RJR share of market rose 
from 30 percent to 40 percent. 



DhfUkHi Manager J.S. McGe* told Caia 
Blanca Store management on RJR carton 
merchandlaing system. 




ASR I D. Kirkland ot the Shreveport, La., divi¬ 
sion recently placed this 400-carton Doral 
display In a Troy's Super Store in Shreveport 


Richmond Chain Accounts Man¬ 
ager M.A. Young just wouldn't take 
no for an answer, The fact that 7- 
Eleven Colonial Division (560 stores) 
previously had a “no low-cost 
brands" policy didn't stop Young. 


RJR covering 
Ohio Turnpike 

The road may be unfamiliar, but 
when it is covered with RJR advertis¬ 
ing, it seems more like home. Area 
Sales Representative J.J. DeRose 
and Division Manager T.A. Pollock of 
the East Cleveland, Ohio, division 
joined efforts to gain RJR domi¬ 
nance at 16 Oasis Petroleum outlets 
on the Ohio Turnpike. 

Each of the 16 locations author¬ 
ized placement of RJR package fix¬ 
tures, a Saiem digital menu board, a 
Winston Cigarettes Sold Here sign, 
and a super ground mount. This is 
the only cigarette advertising author¬ 
ized and is placed in prime locations. 


After repeated share-of-market and 
category trend presentations, 
Young’s persistence paid off, He 
gained authorization to place all four 
styles of Doral, Doral carton displays 
and 3-wide Savings Centers in all 
stores. 


Displays, posters 
placed for race 

Area Sales Representative T.A. 
Hannan of the Norfolk, Va., division 
raced to place RJR materials in the 
Suffolk, Va, area for a Winston World 
Championship Series race. 

Assisted by Sales Representative- 
Temporary J.M. Via, Harman 
achieved outstanding results. The 
team had exclusive RJR product at 
the raceway with 12 brands and 
placed 30 package displays, 45 
banners and 79 posters. 



Flex units were placed In Fazio's and Carl's 
Stores In Cleveland. 


Cleveland posts 
big share gain 

Like a chain reaction, increased 
rows can mean a gain in share of 
market. That’s exactly the result 
Chain Accounts Manager J.M. Plscl- 
telll and Special Accounts Manager 
Lori E. MacWilliams of the Cleveland 
chain division hoped for and got. 

Since January, MacWilliams and 
Piscitelii have added 5,417 rows of 
self-service carton merchandising in 
supermarket and discount chains. 
This effort gained an average 42.3 
percent share of market in Cleveland 
supermarkets with the Cleveland 
Metro share of market averaging 
38.4 percent. 


Persistence pays at 7-Eleven 
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Flex is big hit in Buffalo; 
97 new units installed 



RJR fixture* wars added as Murphy Mart 
Stores In Cleveland changed Ihelr name lo 
Ames Stores. 

Name change 
boosts exposure 

Change isn't always easy, but the 
Hartford, Conn., division, is showing 
that an extra effort can help. 

The conversion and remodeling of 
the 322 Murphy Mart Stores to the 
"Ames" name was a major undertak¬ 
ing, but the effort has produced 
major results. RJR rows have been 
increased from 14,000 to more than 
21,000. The extra rows alone 
account for almost 600 additional 
cases of product. 


Expanding on the success of 
Chain Accounts Manager R.L. 
McComas with self-service Flex 
merchandisers, Special Accounts 
Manager J.J. Ellegate and the Buf¬ 
falo, N.Y., division launched a Flex 
campaign of their own. 

The drive began with a kickoff 
meeting where sales representatives 
discussed Flex and its many advan¬ 
tages. They exchanged ideas and 
recommendations and then put 
these ideas to work on the street. 

During January alone, 16 Flex 
merchandisers were sold to in-house 


chain and independent accounts. 
Through mid-year, 97 Flex units 
have been installed, including major 
chain installations. 

Converting 36 stores to self- 
service merchandising is by far the 
most significant accomplishment of 
the program. These conversions 
account for more than 20 new Flex 
placements. 

Through July, the Buffalo divi¬ 
sion's shipping figures were up 3,818 
cases and share of market was up 
1,5 percent. 


Kansas City scores with Doral 


The Kansas City region success¬ 
fully gained additional Doral pres¬ 
ence during a recent month-long 
campaign. The region placed 258 
new Doral Savings Centers, which 


accounted for 192 additional cases 
at wholesale and 44,496 cartons at 
retail. The region also placed 327 
new Doral CCDs. 
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Filth Dicker, assistant divlilon manager in Flint, Mich., aold Kessell Supermarkets chain on 
Doral Savings Centers. 

Chains take Doral centers 


Assistant Division Manager Faith 
Decker of the Flint, Mich., division 
and Doral have something in com¬ 
mon. They both sell. 

Decker has sold two chains on 
Doral Savings Centers, replacing 
competitive fixtures both times. She 
sold Kessel Supermarkets 9-wide 


savings centers for all eight loca¬ 
tions, replacing generic fixtures. At 
Hamady Supermarkets, she sold 24 
of 29 stores on all four styles of 
Doral and placement of 5-shelf, 6- 
wide savings centers, replacing B&W | 
generic displays and pre-empting 
placement of Philip Morris displays. 


RJR registers in West Detroit 


Teamwork can make the differ¬ 
ence, as shown by the efforts of the 
West Detroit division. 

The division has captured 99.9 
percent of the cash register posi¬ 
tions in independent outlets and 96.8 


percent overall for all accounts. A 
recent 12-week DORAL drive also 
resulted in the placement of 450 new 
CCDs, 84 new Savings Centers and 
a 92 percent increase in direct 
account shipments. 


Boswell sells 
at camper meet 

About 5,000 campers, motor 
homes and trailers and about 40,000 
people filled the Kentucky Horse 
Park in Lexington, Ky., for the 
National Recreational Vehicle Con¬ 
vention in July, and thanks to the 
efforts of Area Sales Representative 
R.P. Boswell of the Lexington divi¬ 
sion, RJR received maximum 
exposure. 

Convenient Food Mart was the 
concessionaire and asked RJR to set 
up the cigarette department for the 
event. Boswell secured exclusive 
RJR fixtures and PDI and sold 1,200 
cartons, or more than 60 percent of 
the cigarettes sold during the show. 



ASR J.M. Ryan placed an 840-carton display 
In Lae Vegas, Nev., Indian Smoke Shop Mini 
Mart. 


Sales are smoking 
at Indian shop 

Area Sales Representative J.M. 
Ryan of the Las Vegas, Nev., division 
has kept the Indian Smoke Shop 
Mini Mart smoking with an 840- 
carton Doral display. In just three 
days, more than 400 cartons were 
sold. 
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Blue lights blinking at K-Marts 


Derby Week 
boosts RJR 

Kentucky Derby Week meant 
exposure of RJR to 750,000 people, 
thanks to Area Sales Representative 
Ralph E. Metcalf of the Louisville, 

Ky., division. 

During Kentucky Derby Week, 
Metcalf placed 72 promotional 
pieces around Churchill Downs, 
home of the Kentucky Derby. The 
Derby alone, a single-day attraction, 
drew almost 124,000 people. 

Competing cowboy 
singing the blues 

Division Manager R.J. Germaine 
of the Roanoke, Va., division likes to 
beat the competition, right in the 
heart of “Marlboro Country." Ger¬ 
maine sold Mick or Mack on using 8- 
sided RJR centralized package 
merchandisers in all 10 stores, 
replacing Philip Morris spin fixtures. 


Prominent displays at several Flor¬ 
ida K-Mart stores are keeping the 
blue lights blinking. 

Area Sales Representative D.S. 
Havnerof the Panama City, Fla., divi¬ 
sion, built 100-carton displays fea¬ 
turing the Salem cassette promotion 
in two K-Mart stores. The same feat 
was duplicated by Area Sales Repre¬ 
sentative A.F, Fusaro of the West 
Palm Beach, Fla., division at a K- 
Mart in Boca Raton, Fla. 

Nearby, at Lake Park, Fla., Area 
Sales Representative T.R. Baker Jr. 
of the West Palm Beach division is 
controlling front-end merchandising 
with extra temporary floor displays 
at his K-Mart. He has installed a 
Winston/Salem $2-off display and a 
Ritz buy-one-get-one-free floor dis- 


The team of Special Accounts 
Manager G.D. Skinner of the Grand 
Rapids, Mich., division and Assistant 



ASR A.F. Fusaro placed extra dlaplayi In a 
Boca Raton, Fla., K-Mart 


play. He also is using a permanent 
floor display for Doral, stocked with 
158 cartons with $1-off coupons. 


Division Manager W.L. Thompson of 
the Cincinnati, Ohio, division hit a 
home run for RJR with Flex in the 
Meijers Supermarket/Discount 
Chain. 

Each store in the 49-store Meijers 
chain was custom-fitted for Flex, 
with the largest store receiving a unit 
4 feet by 32 feet. When all place¬ 
ments were complete, RJR gained 
an inventory increase of 20 percent 
per store and an increase of nearly 
70 percent in rows. 

Competitive mounts 
replaced in Wichita 

Replacing the competition was the 
objective for Special Accounts Man¬ 
ager Teresa Ramer of the Wichita, 
Kan., division. Ramer sold all 61 
Town & Country Markets on replac¬ 
ing Philip Morris Marlboro pole 
mounts with Winston pole mounts. 



Sales Representative Brad Brandeau and Bob Stuber, assistant division manager In the 
South Seattle division, recently placed this 10-case Doral display In Swanson Foods In Aber¬ 
deen, Wash. 


Meijers chain gets custom Flex 
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- PROMOTIONS & APPOINTMENTS 


M.G. Fagan has been promoted to 
group manager- sales planning in the 
home office. 

Fagan joined the 
company in 1974 as a 

V** Jl *’ n sales representative in 
\ Y the South Seattle divi- 
sion, where he was 
#k promoted to area sales 
H X representative the fol¬ 
lowing year. He was promoted to 
assistant division manager of the 
Sacramento, Calif,, division in 1977 
and to division manager of the San 
Gabriel Valley, Calif., division in 1980. 
Later that year, he was promoted to 
chain accounts manager of the Los 
Angeles chain division. He was 
named chain accounts manager of 
the North Los Angeles chain division 
in 1982 and was promoted to assistant 
regional manager of the Los Angeles 
region in 1984. 

L.W. Cloe has been promoted to di¬ 
vision manager in the Dayton, Ohio, 
division. 

Cloe joined the 
company in 1972 as a 
sales representative in 
the Richmond, Va., divi¬ 
sion, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. He was promoted to 
assistant division manager of the 
Albany, Ga,, division in 1980 and was 
named assistant division manager of 
the Louisville, Ky., division in 1981. 

J.P, McMahon has been promoted 
to division manager in the Sarasota, 

© Fla., division. 

McMahon joined the 
company in 1978 as a 
sales representative in 
the Raleigh, N.C., divi¬ 
sion, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. In 1981, he was promoted 
to assistant division manager of the 
Jacksonville, Fla., division. 


J.L. Cleric! has been promoted to 
assistant division manager in the Salt 
Lake City division. 

I Clerici joined the 
tL*, pJjk company in 1983 as a 
\ ij m sales representative in 
; the South Denver divi- 
j sion, where he was 

■ V promoted to area sales 

■ V representative the fol¬ 

lowing year. 

M.F. Cuccla has been named 
assistant division manager in the Oak¬ 
land, Calif., division. 

Cuccia joined the 
company in 1979 as a 
sales representative in 

t the Denver division, 
where he was promot¬ 
ed to area sales repre¬ 
sentative the following 
year. In 1984, he was promoted to 
merchandising manager - field in the 
San Francisco chain division and to 
special accounts manager of the divi¬ 
sion in 1986. 

G.L. Enright Jr. has been promoted 
to assistant division manager in the 
San Fernando Valley, 
Calif., division. 

Enright joined the 
company in 1984 as a 
sales representative in 
the Riverside, Calif., 
division, where he was 
promoted to area sales 
representative the following year. 

C,E. Fasclani has been promoted to 
assistant division manager in the 
Hattiesburg, Miss., 
division. 

Fasciani joined the 
company in 1982 as a 
sales representative in 
the North Houston divi- 

I sion, where he was 
promoted to area sales 
representative the following year. In 
1985 he was transferred to the West 
Houston division. 



m 



S.E. Hickox has been promoted to 
assistant division manager in the Abi¬ 
lene, Texas, division. 

Hickox joined the 
company in 1983 as a 
sales representative in 
the Lubbock, Texas, 
division, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. 

D.L. James has been promoted to 
assistant division manager in the Phil¬ 
adelphia division. 

James joined the 
company in 1982 as a 
saies representative in 
the North Pittsburgh 
division, where he was 
promoted to area sales 
• “i representative the fol¬ 
lowing year. 

G.W. Swierczek has been promoted 
to assistant division manager in the 
San Francisco division. 
L jPPHk Swierczek joined the 

X . company in 1982 as a 

sales representative in 
\ W the Riverside, Calif., 
division, where he was 
_ A promoted to area sales 
v? iH representative the fol¬ 
lowing year. 

S.J. Tennant has been promoted to 
assistant division manager in the 
Spokane, Wash., 
division. 

Tennant joined the 
company in 1984 as a 
sales representative in 
the San Diego division, 
where he was promot¬ 
ed to area sales repre¬ 
sentative the following year. 
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- PROMOTIONS & APPOINTMENTS 


A.J. Tress has been promoted to 
assistant division manager in the Har¬ 
risburg, Pa., division. 

Tress joined the 
company in 1983 as a 
sales representative in 
the Baltimore division, 
a 'where he was promot- 
ed to area sales repre- 
sentative the following 

year. 



Kathy J. McClain has been promot¬ 
ed to special accounts manager in the 
San Francisco division. 

McClain joined the 
company in 1980 
as a sales representa¬ 
tive in the Spokane, 
Wash., division, where 
she was promoted to 
area sales representa¬ 
tive the following year. 



Judith A. Wegener has been pro¬ 
moted to special accounts manager in 
the Denver chain 
division. 

Wegener joined the 
company in 1983 as a 
sales representative in 
the North Denver divi¬ 
sion, where she was 
promoted to area sales 
representative the following year. 



D. J. Williams has been promoted to 
assistant division manager in the 

Jacksonville, Fla., 
division. 

Williams joined the 
company in 1979 as a 
sales representative in 
the Winston-Salem, 
N.C., division, where 
he was promoted to 
area sales representative the follow¬ 
ing year. 

E. N. Maki has been promoted to 
special accounts manager in the Mil- 

waukee division. 

Maki joined the 
company in 1980 as a 
sales representative in 
the Duluth, Minn., divi¬ 
sion, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. 




G.E. McAllister has been promoted 
to special accounts manager in the 
Boston chain division. 

McAllister joined the 
company in 1980 as a 
sales representative in 
the Frazer, Pa,, divi¬ 
sion, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. 



V.J. Montlni has been promoted to 
special accounts manager in the Bos¬ 
ton division. 

Montini joined the 
company in 1981 as a 
sales representative in 
the North Jersey, N.J., 
division, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. 

G.A. Sullivan has been promoted to 
special accounts manager in the Seat¬ 
tle division. 

Sullivan joined the 
company in 1982 as a 
sales representative in 
the South Seattle divi¬ 
sion, where he was 
promoted to area sales 
representative the fol¬ 
lowing year. 

T.A. Vlall has been promoted to 
special accounts manager in the Phoe¬ 
nix, Ariz„ division. 

Viall joined the 
company in 1982 as a 
sales representative in 
the Portland, Ore., divi¬ 
sion, where he was 
promoted to area sales 
representative the fol¬ 



lowing year. 




In Memoriam 

Maurice E. Hatch, area sales rep¬ 
resentative in the Portland, Maine, 
division, died Aug. 22. He had four 
years service with the company. 


J.R. Cecil has been promoted to divi- 
son training and development man¬ 
ager in the Columbus, 
Ohio, division. 

Cecil joined the 
company In 1979 as a 
sales representative in 
the Cincinnati, Ohio, 
division, where he was 
promoted to area sales 
representative the following year. 



Check deposit 
avoids problems 

Field sales employees are 
reminded that they may choose 
automatic deposit of their payroll 
checks, to eliminate the risk of pay- 
check theft, the uncertainty of 
prompt mail delivery and the incon¬ 
venience of banking hours and 
banks that cash checks only for 
depositors. With automatic deposit, 
employees are assured that their 
payroll checks are deposited each 
Friday afternoon, 

Employees who wish to participate 
in automatic deposit should com¬ 
plete an enrollment card and return 
it with a preprinted bank deposit slip 
to: RJR Nabisco, Inc., Employee 
Information Department, Administra¬ 
tion Section, P.O, Box 3003, Winston- 
Salem, N.C. 27102. It takes three to 
four weeks for automatic deposit to 
begin after an enrollment card is 
received, 
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No Matter How 
You Count It... 


Your daily sales add up to volume. Volume—when it meets our National 
Coal adds up to SI I *. Basically, that’s the sales-revvard principle of 
R.J. Reynolds. 

As an RJR salesperson, however, you realize that it’s not as 
easy as it sounds. Building volume requires consistent, hard 
work. But that work is not without reward! 

Remember, your sales add up to volume. Volume 
adds up to 19S()’s SIB check. 


SIP & VOLUME 

You can’t have one 
without the other! 


■ • • H 

. 1 


' * * 

> ' * 


. 






1 


( 



September-October 1986 

Published for members of the Field Sales Force of 
R.J. Reynolds Tobacco Company. 


National Manager 
Sale* Admin Istrallon/ 

Communlcallona .. John Olanlck 

Editor...Alan Willie 

MERCHANDISER offices are located in the Reyn¬ 
olds Building, 17th Floor, Winston-Salem, NC 
27102. Telephone 1919) 777-7673, 

91986 by R.J Reynolds Tobacco Company. 


Saiita httnrW/www inriiintrvrlnr.nmnntn rinsf erfii/rlnns/nvfnnnnn 


51859 5580 












